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  Looking Ahead: A Public Relations Plan 
for ServiceMaster of Hudson 
 
Brianne Angell 
 
 
 
 
Abstract: 
This project examines the effectiveness of ServiceMaster of Hudson’s communication 
and proposes a public relations plan to generate business revenue by boosting 
awareness and engagement in the local community.  Research revealed that the 
community is largely unaware of ServiceMaster of Hudson and that the company has a 
low reach on social media compared to competitors.  Therefore, a public relations plan 
was created with focus on four areas: social media engagement, development of 
marketing materials, hiring of new employees, and employee engagement.  The project 
also contains an appendix of materials created for ServiceMaster of Hudson, including 
advertisements and a schedule of social media posts.  The public relations plan 
provides direction for the company moving forward, both immediately and as a model 
for future campaigns.  This project gains insight into the challenges small businesses 
face and explores suggested strategies for improving their public relations.   
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Introduction: 
The purpose of this project is to create and implement a public relations plan for the 
company ServiceMaster of Hudson, to boost customer engagement and business 
revenue.  The introduction will explore the steps leading up to the project and how the 
decision was made to create a public relations plan for this company.  The following 
section will connect this project to literature, with an overview of research and definitions 
that are essential to properly understanding the public relations plan.  The remainder of 
the project will be the comprehensive public relations plan itself, followed by a 
discussion of the experience and appendixes containing relevant artifacts. 
 
As a dual major, I could have completed my honors project in either English or public 
relations.  I chose to complete it in public relations because of my extracurricular 
experience in the field and my future plans to be a public relations specialist.  I have had 
the opportunity to complete two internships during my college career: a public relations 
internship at the Barberton Public Library and a social media marketing internship at 
HOH Creative Group.  After graduation, I plan to pursue a career as an in-house public 
relations specialist for a corporation or a nonprofit organization.  Ideally, I hope to earn a 
spot on PRWeek’s “30 Under 30” list or receive a Silver Anvil Award for my work in 
public relations. 
 
During the beginning of my senior year, channels of communication opened with Valerie 
Miller, the owner of ServiceMaster of Hudson in March 2015.  Discussion and formation 
of the plan continued for several months, and I began implementing the plan in 
September 2015.  ServiceMaster of Hudson is a female-owned and family-run specialty 
cleaning franchise located in Hudson, Ohio that operates under the ServiceMaster 
family of brands.  It specializes in janitorial services, water damage restoration, fire 
restoration, carpet cleaning, fabric cleaning, and odor control, with a 24/7 emergency 
response team.  Although Valerie Miller bought and renamed the franchise in 2014, the 
company never had a rebranding campaign. Seeing that ServiceMaster of Hudson was 
not reaching its full potential market of customers and had a minimal online presence, I 
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decided to assist them with their public relations and marketing needs.  After talking with 
the faculty and advisors at The University of Akron, I came to the conclusion that 
ServiceMaster of Hudson’s biggest obstacle to success was a lack of organization and 
planning.  Under the direction of the faculty, I decided that completing a public relations 
plan was the optimal route to take, both for my honors project and for the company.   
 
 
Literature Review: 
A public relations plan is the basis on which a public relations campaign is built.  The 
plan designates goals and audiences to help clarify a company’s intentions, which is the 
first step in any successful campaign.  It outlines the most relevant information for the 
campaign, from important background information on the company and its publics, to 
overall goals, to specific strategies for achieving those goals.  The main purpose of a 
public relations plan is to designate the course of action for implementing the campaign. 
 
According to Newsom and Haynes (2008), a public relations plan has twelve important 
steps:  
1. Review the organization’s mission statement 
2. Examine your organization’s strengths and weaknesses 
3. Gather and analyze data about the organization’s competition 
4. Examine economic forecasts 
5. Write statements of objectives 
6. Write goals 
7. Develop strategies 
8. Define, prioritize and analyze publics 
9. Write message strategies and statements 
10. Develop media strategy 
11. Develop a schedule, assign responsibility for each task and establish a budget 
12. Devise monitoring and measurement systems and related procedures (p. 16). 
Newsom and Haynes also note that the terms “goal” and “objective” can be used 
interchangeably, as long as the plan includes ideas for both the long-term and the short-
term, since “evaluation of success is only as good as the quality of the goals” (p. 16).  
Not all organizations call for the use of all of these steps, and the extent to which each 
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step is carried out also varies heavily from situation to situation.  However, most public 
relations professionals agree that the core steps are to research, define the audience, 
set goals, and then develop the strategic plan, ie. strategies and tactics.  
 
Writing and following a public relations plan is crucial because it gives a campaign a 
clear focus and creates a formula for success.  Simply put, “without planning, positive 
results won't happen” (Erokan, 2010, p. 13).  It also is an opportunity for a company to 
honestly assess its situation, strengths, weaknesses, and goals, which they may 
otherwise try to avoid doing.  Public relations plans unify business leaders and 
communications teams to create a shared understanding and a shared vision, without 
which failure would be inevitable.  According to Newsom and Haynes (2008), “Like a 
map, a plan provides direction toward a desired destination and equips your 
organization to write and speak with one coordinated voice” (p. 16).  The ability to write 
a public relations plan is a necessary skill in the public relations industry, since so much 
of a company’s success depends on it.  As Newsom and Haynes (2008) say, “Whether 
your organization is dealing with a crisis situation, a short-term PR campaign or an 
ongoing PR program, writing remains the basis for conveying information, establishing 
and sustaining credibility, and building a brand” (p. 16).  Without a proper plan, however, 
a public relations professional lacks organization and direction; any other pieces of 
writing will be ultimately unsuccessful without these. 
 
Backed by research about the process and necessity of creating a public relations plan 
for a company, I developed the following public relations plan for ServiceMaster of 
Hudson. 
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A Public Relations Plan 
For ServiceMaster of Hudson 
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Executive Summary: 
The aim of this public relations campaign is to increase ServiceMaster of Hudson’s 
engagement with customers, with the end goal of increasing its business revenue.  
Although the “ServiceMaster” name is recognizable to many, the specific franchise 
ServiceMaster of Hudson remains relatively unknown in the community.  With only two 
years of business, a low reach on social media, and no organized marketing assets, 
ServiceMaster of Hudson is in need of a public relations plan.  This plan will serve as a 
guide to streamline not only ServiceMaster of Hudson’s marketing and advertising, but 
also its communication with consumers and employees, to create a mutually beneficial 
relationship. 
 
The ServiceMaster Family of Brands is a large, worldwide network of franchised service 
companies. Originally founded in 1929 as a single business, this family of brands has 
now grown to include: ServiceMaster Restore, ServiceMaster Clean, Terminix, 
American Home Shield, Furniture Medic, AmeriSpec, Merry Maids, and TruGreen.  
ServiceMaster is more than just a maid service; it focuses on specialty custodial 
services, including disaster restoration.  ServiceMaster Clean has a unique patented 
approach to cleaning, as well as award-winning and certified green products, all of 
which set it apart from other cleaning franchises. 
 
ServiceMaster of Hudson is a woman-owned company located in Hudson, Ohio that is a 
ServiceMaster franchise.  The franchise operated under the name ServiceMaster of the 
Western Reserve for over 20 years, before being purchased and renamed in 2014.  The 
business is largely family-run, with a local team of highly trained technicians.  They offer 
services under both the ServiceMaster Clean and the ServiceMaster Restore brands. 
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Research: 
Research is an essential step in public relations before a campaign is launched; 
gathering as much information as possible paves the way for the best results.  The 
research for this public relations plan is separated into three brief sections: 
ServiceMaster of Hudson statistics; competitor analysis; and literature review. 
 
ServiceMaster of Hudson Statistics 
In the 2014-2015 fiscal year, ServiceMaster of Hudson’s business revenue was 
$445,000.  ServiceMaster of Hudson currently has 178 fans on Facebook, 18 followers 
on LinkedIn, and 1 follower on Google Plus.  They do not have a Twitter or an Instagram 
account. 
 
Competitor Analysis
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I compared ServiceMaster of Hudson’s social media profiles to four competitors: 
ServiceMaster by Lewis Construction (Warren, OH); ServPro West Akron (Akron, OH); 
Glossy Clean (Strongsville, OH); and Maid to Satisfy (Canton, OH). 
 
All of the companies have Facebook accounts and all but ServiceMaster of Hudson 
have a Twitter account.  Surprisingly, none of the companies have an Instagram 
account and only two out of the five have a LinkedIn account.  The number of followers 
on Google Plus was relatively small across the board, which is understandable because 
it is not nearly as popular as other social media platforms. 
 
ServiceMaster of Hudson’s Facebook following is the second smallest, next to ServPro 
of West Akron with only 18 followers.  By far, Glossy Clean has the largest following on 
Twitter, with 10.2K followers.  However, a quick Twitter Audit report revealed that 42% 
of these followers are fake, with only 5,914 of the 10.2K being real; still, this is much 
higher than any of the other competitors. 
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Literature Review  
With only two years of business for ServiceMaster of Hudson and a wide range of social 
media activity among competitors, I thought that further research was necessary.  
Looking at what public relations professionals recommended for marketing and social 
media practices, especially for small businesses, helped to narrow the focus for this 
campaign and clearly define the goals. 
 
The literature review affirmed my belief in the need for an organized, comprehensive 
public relations plan and also in the importance of social media to a campaign.  A study 
cited by one source showed that 69% of surveyed adults use social networking sites, 
92% of respondents aged 18-29 actively engage in social media, and over 70% of 
[financial] professionals have LinkedIn pages (Schlinke & Crain, 2013, p. 87-88). 
 
While social media can be a helpful – and often free – tool, it does have limitations.  It is 
becoming increasingly popular, but that also means an increased sensitivity toward 
marketing ploys.  Research revealed that trust in a brand is incredibly important to 
consumers, and they appreciate companies that seem genuine and personal.  
According to Schlinke and Crain (2013), “Rather than pushing product, social media 
tools are better suited to filling two crucial public relations requirements: brand extension 
and reputation management” (p. 85-86).  Social media can certainly promote products, 
but that should not be all that it is used for; its intended purpose of building relationships 
through communication is key.  Another source, Ihator (1998) notes, “A non-persuasive 
writing that does not solicit quid pro quo transaction is often appreciated by consumers 
and community members” (p. 30).  Along with the conversational writing, research 
revealed that the use of pictures displaying people rather than a logo is key to building 
trust among consumers. 
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Strengths 
 
• Extensive training for technicians 
• Top-of-the-line products 
• Unique “capture and removal” 
process ensures dirt leaves the 
home, which customers appreciate 
• Strong support from corporate, 
including an 800 number to call with 
questions 
• Good SEO 
 
 
Weaknesses 
 
• Only in second year of business 
under these owners and the name 
“ServiceMaster of Hudson” 
• Location in the suburb of Hudson, 
OH can be a limitation, rather than 
being located in a larger city like 
Akron/Cleveland 
• Many customers want cleaners with 
5+ years of experience 
• Difficulty with being understaffed, 
like many cleaning services 
• Limited online presence 
 
 
Opportunities 
 
• Relatively new business means an 
opportunity to develop a good brand 
image from the start 
• The flexible hours and above 
minimum-wage pay are desirable 
attributes for college students 
seeking jobs 
• Close proximity to Akron area can 
mean an opportunity to tap into 
Akron businesses as customers 
 
 
 
Threats 
 
• With the falling economy, many 
people are cleaning their own 
homes/offices instead of hiring a 
service, to cut back on costs 
• Cleaning services belong to a 
highly-saturated industry 
• Competition with other cleaning 
services in the area 
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ServiceMaster of Hudson’s services fall into three categories: commercial cleaning, 
residential cleaning, and disaster restoration.  Because they focus heavily on specialty 
cleaning, their target publics are more segmented than a maid service’s target publics 
would be. 
 
Primary Public: 
ServiceMaster of Hudson’s primary public is small businesses.  A large percentage of 
their ServiceMaster Clean customers are business owners who need their offices 
cleaned, from carpet cleanings to complete janitorial services. 
 
Secondary Public: 
Their secondary public is homeowners.  This can take the form of either the 
ServiceMaster Clean or the ServiceMaster Restore services.  They may an occasional 
carpet cleaning; or after a fire, flood, or other disaster, they mat need odor control or 
water removal. 
 
Tertiary Public: 
ServiceMaster of Hudson’s third public falls into the specialty cleaning category.  They 
often get projects that do not fit into either of the two previously-mentioned categories, 
such as cleaning the fountain at Chapel Hill Mall or sanitizing St. Joan of Arc School 
after 2nd level viral contact.  
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GOAL #1: Position ServiceMaster of Hudson as the leading specialty 
cleaning service in the Akron area, specifically in Hudson. 
 
• OBJECTIVE #1: Generate 15% more residential cleaning business than in the 
2014-2015 fiscal year. 
           
• OBJECTIVE #2: Generate 15% more commercial/specialty cleaning business 
than in the 2014-2015 fiscal year. 
  
 
GOAL #2: Position ServiceMaster of Hudson as an ideal company to 
work for. 
 
• OBJECTIVE #1: Hire 5 new employees by January 2016.  
 
• OBJECTIVE #2: Increase employee satisfaction 20% by January 2016. 
 
 
GOAL #3: Improve ServiceMaster of Hudson’s online presence. 
 
• OBJECTIVE #1: Gain 15 new fans on Facebook per month. 
           
• OBJECTIVE #2: Gain 10 new followers on Twitter per month. 
 
• OBJECTIVE #3: Gain 5 positive reviews on Yelp by January 2016. 
 
• OBJECTIVE #4: Generate a 10% increase in website views by January 2016.
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Key Message: 
The key message of the campaign is that ServiceMaster of Hudson focuses on 
providing excellent service above all else.  Their slogan is, “The clean you expect, the 
service you deserve.”  ServiceMaster of Hudson cares about people.  For customers, 
whether they are homeowners or business owners, ServiceMaster of Hudson will be 
there to do more than clean.  They provide excellent, personal service to their 
customers and when disaster strikes, they are there to help with the restoration.  For 
employees, ServiceMaster of Hudson values teamwork, recognition, and development.  
Both customers and employees are more than just numbers or dollar amounts; they are 
an opportunity to engage in a mutually beneficial relationship and to provide service that 
no one else does. 
 
 
 
STRATEGY #1: Make SMH’s social media presence more relevant. 
• TACTIC #1: Twitter Account 
ServiceMaster of Hudson has a Facebook page and a LinkedIn profile, but no Twitter 
page.  As previously mentioned, all four of the competitor companies in the competitor 
analysis had Twitter accounts.  Twitter is becoming increasingly popular for businesses 
because it helps them not only connect to others, but also follow news.  Moving forward, 
the plan is to create a Twitter profile for ServiceMaster of Hudson and use it to connect 
with other businesses.  ServiceMaster of Hudson can connect with other ServiceMaster 
franchises to see what they are doing, local businesses they have cleaned for, potential 
customers who might be interested, and so on.  Twitter is especially helpful for tracking 
trends, so ServiceMaster will be able to see what its community is discussing and join in 
the conversation.  For both Twitter and Facebook, consistent posting is key, so a 
schedule of potential social media posts will be created (SEE APPENDIX D). 
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• TACTIC #2: Posting Photos 
As previously mentioned, companies who post photos have much higher engagement 
and seem more trustworthy. ServiceMaster of Hudson needs to use their social media 
profiles to post more pictures – of their technicians on the job, people in the office, and 
interesting places that they have cleaned.  For example, they cleaned the water fountain 
at Chapel Hill Mall, which is an especially unique location and one that is recognizable 
to the community.  ServiceMaster of Hudson should also make sure that their social 
media profile pictures are images of people rather than logos, to help put a personal 
face to the brand. 
 
• TACTIC #3: Social Media Contests & Giveaways 
The use of contests and giveaways is a great way to boost engagement on social 
media.  ServiceMaster of Hudson can ask people to comment on posts, share pictures, 
and so on for a chance to be entered into a contest.  This can also tie into the previous 
tactic of posting more photos; for the unique locations they have cleaned, such as the 
fountain at Chapel Hill, they can encourage users to “name the location!” and be 
entered into a giveaway, which will boost engagement.  Since ServiceMaster of Hudson 
offers services rather than products, the best incentive for them to use will be giving 
away discount or coupon codes, which will be discussed in the next section. 
 
• TACTIC #4: Coupon & Discount Codes 
Just like contests and giveaways, posting coupon codes also increases engagement on 
social media.  Users are more likely to look at and interact with a post if it means they 
can save money.  Coupon codes also increase the likelihood that users will engage with 
the ServiceMaster of Hudson website.  There must be a good balance, however; users 
are more likely to choose ServiceMaster of Hudson over other companies if they get a 
discount, but offering too many discounts will mean a loss of money.  It is best to offer 
these coupons at specific times, such as for the week of Thanksgiving or the week of 
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Christmas.  Discounts can also correlate with the aforementioned tactics.  For example, 
ServiceMaster of Hudson can offer 10% off an office cleaning if a customers shows 
proof of having “liked” them on Facebook, or 20% off for the winner of a contest. 
 
• TACTIC #5: Thank You Notes 
Excellent customer service and excellent social media presence have the shared quality 
of interacting with customers.  After a technician cleans a special company/property, 
ServiceMaster of Hudson should send an email thanking them for their business. This 
can also be a way to connect customers to their social media, by encouraging them to 
connect on Facebook, Twitter, Yelp, etc. 
 
• TACTIC #6: Utilizing Yelp 
Currently, ServiceMaster of Hudson has a Yelp page, but they have no reviews and no 
pictures. Yelp can be a great resource for companies, especially since many customers 
consult websites like Yelp to help decide which business to use.  ServiceMaster of 
Hudson needs to be active on their Yelp page and also encourage their customers to 
write reviews. This can be included in the afore-mentioned thank you notes, with an 
email saying, “Thank you for your business! Let us know how we did by writing us a 
review on Yelp! (url link).” 
 
STRATEGY #2: Develop marketing toolkit. 
• TACTIC #1: Promotional marketing materials & logos 
ServiceMaster of Hudson’s marketing relies heavily on print materials like flyers, 
postcards, and door hangers.  The ServiceMaster parent company offers support 
through the ServiceMaster intranet, which has a collection of marketing assets and an 
ad builder.  However, the collection is far too expansive for a small business like 
ServiceMaster to sort through every time they have a marketing need.  ServiceMaster of 
Hudson will draw from the pre-made materials to create their own toolkit of marketing 
materials, containing a few flyers, postcards, door hangers, and company logos that 
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best fit their needs.  These materials can then be edited and printed whenever an 
occasion arises (SEE APPENDIX A-B). 
 
• TACTIC #2: Advertisements 
In the past, most of ServiceMaster of Hudson’s advertising has been done through 
direct mailers and door hangers.  To increase visibility in the community, ServiceMaster 
of Hudson should also consider advertising in local magazines, newspapers, and on 
social media.  
o Facebook – An ad campaign targeting Facebook users within 25 miles of 
Hudson, Ohio can reach 1,600-4,300 people in one month, with a budget 
of $250. 
o Record-Courier Classified Ads – ServiceMaster of Hudson should run 
classified ads targeting the Central Zone (Hudson Hub-Times; Aurora 
Advocate) & South Zone (Cuyahoga Falls News-Press; Hudson Hub 
Times; Stow Sentry; Tallmadge Express). Six lines of text appearing two 
weeks out of the month cost between $50-80 depending on layout. 
o Hudson Life Magazine – This magazine has a circulation of 9,500.  A 1/6-
page ad costs $72, a 1/4-page ad costs $107, a 1/3-page ad costs $126, 
and a 1/2-page ad costs $189. 
o Hudson Hub-Times – This newspaper has a circulation of 9,287.  Their 
prices run $12.48 per column inch, so a 3x2 ad (1/12-page) costs 
$74.88, a 3x3 ad (1/8-page) costs $112.32, a 2x6 ad (1/6-page) costs 
$149.76, and a 3x6 ad (1/4-page) costs $224.64. 
o Hudson Community Guide – The community guide comes out once a year 
and although it is more expensive, it is a good long-term investment for 
ServiceMaster of Hudson.  A 1/16-page ad costs $295 and a 1/8-page ad 
costs $545. 
Based on these rates, ServiceMaster of Hudson will run a Facebook ad campaign, 2 
weeks of classified ads, a 1/6-page ad in Hudson Life, and a 3x2 ad in Hudson Hub-
Times each month.  They should also consider placing a 1/16-page ad in the 2016 
Hudson Community Guide. 
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STRATEGY #3: Hire the right people for the job. 
• TACTIC #1: Flyers 
ServiceMaster of Hudson needs flyers to promote job openings.  While the 
ServiceMaster intranet contains an extensive collection of flyers, few of them are for 
employment opportunities, so ServiceMaster of Hudson will design their own flyers.  The 
key points to emphasis for potential employees are flexible hours, opportunities for 
growth, and benefits.  Where the flyers are hung depends on the specific job opening.  
For example, an a flyer offering an opening for a technician to clean in the Beachwood 
area will be hung in Beachwood Place, a mall (SEE APPENDIX C). 
 
• TACTIC #2: Online application process 
As ServiceMaster of Hudson changes to become more relevant online and on social 
media, they should also make the application process available online.  Currently, job 
inquiries must be made through email, phone calls, or the “contact us” section of their 
website.  The ability to submit résumés online will streamline the process and draw 
more people to apply for the jobs.  This will also work in accordance with social media 
postings, which can direct users to the website to apply.  
 
• TACTIC #3: Posting on university job sites 
ServiceMaster of Hudson already posts on job sites like Monster and Indeed.  However, 
targeting university job sites will broaden their reach.  Because of the flexible hours and 
above minimum wage pay, a cleaning technician can be a great job for a college 
student.  ServiceMaster of Hudson will contact The University of Akron, Kent State 
University, and Cleveland State University to post jobs for their students. 
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STRATEGY #4: Boost employee engagement. 
• TACTIC #1: Have monthly feedback meetings. 
Once every month, ServiceMaster of Hudson will have feedback meetings with its 
employees.  This is an opportunity not only for the higher-ups to share with employees 
what is happening with the company, but also for the employees to express any 
concerns, questions, or positive experiences.  Feedback is essential for employee 
engagement; including employees in the conversation makes them feel like an 
important part of what is happening.  Since food is also a good motivator, there should 
be light refreshments at these meetings. 
 
• TACTIC #2: Reward good employees. 
Every time a cleaning technician receives positive feedback from a job or client, write 
his or her name down and put it in a bowl. At the end of the month, draw a name from 
the bowl and that person wins a small prize like a $10 Starbucks gift card.  This not only 
creates competition among employees, which can boost motivation, but it also makes 
employees feel like their work is valued and appreciated. 
 
• TACTIC #3: Have employees set goals. 
Require new hires to write down a work-related goal they have for themselves, seal it in 
an envelope, and then have them open it after six months.  Current employees can 
partake in this as well, by setting new goals every six months.  This helps employees 
visualize themselves at the company long-term and gives them something to work 
towards. 
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Yearly Budget: 
$5,000 for client events  
$2,500 for expo exhibits 
$6,000 for advertising 
__________________________________ 
TOTAL = $13,000 
 
 
 
Monthly Budget: $500 for advertising 
 
Hudson Hub-Times = $74.88 
Classified ads = $56.50 
Hudson Life = $72.00 
Facebook ad campaign = $250 
__________________________________ 
TOTAL = $453.38  
Money left over = $46.62 
 
$46.42 X 12 months = $559.44 
 
The remaining $46.62 each month will be saved to spend on the $545 1/8 page ad in 
the Hudson Community Guide, which comes out once each year. 
 
 
 
 
**Printing costs for flyers, door hangers, etc. are free with franchise fees that have 
already been taken into account before setting the budget. 
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OBJECTIVE: Generate 15% more residential cleaning business than in the 2014 fiscal 
year. 
• EVALUATION: Record number of sales dollars from residential cleaning 
and compare to the 2014 fiscal year. 
 
OBJECTIVE: Generate 15% more commercial/specialty cleaning business than in the 
2014 fiscal year. 
• EVALUATION: Record number of sales dollars from commercial cleaning 
and compare to the 2014 fiscal year. 
OBJECTIVE: Hire 5 new employees by January 2016.  
• EVALUATION: Record number of employees hired. 
OBJECTIVE: Increase employee satisfaction 20% by January 2016. 
• EVALUATION: Conduct employee surveys every three months to 
determine changes in employee satisfaction and engagement. 
OBJECTIVE: Gain 15 new fans on Facebook per month. 
• EVALUATION: Monitor Facebook daily to track traffic flow and changes in 
number of fans.     
OBJECTIVE: Gain 10 new followers on Twitter per month. 
• EVALUATION: Monitor Twitter daily to track traffic flow and changes in 
number of followers.  
OBJECTIVE: Gain 5 positive reviews on Yelp by January 2016. 
• EVALUATION: Monitor Yelp daily to track changes in rating and record new 
reviews. 
OBJECTIVE #4: Generate a 10% increase in website views by January 20.  
• EVALUATION: Monitor website daily to track changes in traffic flow. 
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Conclusion/Discussion: 
My time spent working with ServiceMaster of Hudson on the public relations plan was 
beneficial to both the company and to me.  Going into this project, I had no experience 
writing public relations plans, neither in my internships nor in class.  The experience 
taught me more than just how to write a public relations plan, however. 
 
One lesson that I really got to learn during my time with ServiceMaster of Hudson is that 
although communication seems like something that everyone can do, effective 
communication truly is a learned skill.  Disorganization and lack of communication, the 
two issues that prompted the need for the public relations plan, ended up being my two 
greatest obstacles during the process as well.  I often had trouble getting in contact with 
the people I tried to reach at ServiceMaster of Hudson, and they were not always 
diligent about returning emails or phone calls.  On several separate occasions, the 
owner forgot that we had scheduled a meeting and double-booked herself.  I had to 
overcome these obstacles and learn how to communicate with the company in a way 
that made what I had to say and what I was planning be a top priority for them.  I had 
not anticipated it, but I had to educate them on the importance of public relations to their 
company’s future. 
 
One of the things that companies tend to find so frustrating about public relations and 
marketing is that results do not appear overnight; the public relations plan for 
ServiceMaster of Hudson is no exception.  I presented the plan to them and began o 
implement it in September 2015, but they will not instantly gain 1,000 followers or make 
$10,000 in sales.  However, they will see results over time.  With consistent and 
strategic posting on Facebook and Twitter, and an increase of advertising in targeted 
media, ServiceMaster of Hudson’s name is already reaching more eyes in the 
community.  The higher numbers of media and social media impressions mean a 
greater awareness of the brand, which will lead to increased sales as time passes.  By 
finding ways to hire the right employees and motivate them through feedback, rewards, 
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and goal-setting, employee turnover rates should lower, which creates a happier and 
more effective workplace. 
 
My experience working with ServiceMaster of Hudson not only provided them with a 
plan for one campaign, but it also forced the owner to learn how to focus her goals and 
express the results she wanted to see.  The public relations plan helped the company to 
envision the future and understand how strategic planning now can lead to success 
later.  It provided them with a template for both ongoing programs and future 
campaigns.   
 
Although completing my project was at times stressful and I encountered unexpected 
obstacles, I enjoyed the process far more than I anticipated.  Having the opportunity to 
interact with a client and make a real impact on a company gave me confidence in my 
abilities and a piece to add to my portfolio.  More than anything, my experience working 
with ServiceMaster of Hudson affirmed my excitement to begin my career in public 
relations.   
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AUGUST: 
 
 
Day 
 
Date 
 
Post 
 
Graphic 
Tuesday 18 Service Master of Hudson is now hiring 
Cleaning Technicians in Beachwood. 
Contact our HR generalist, Elizabeth 
Milhoan today; she would love to set up an 
interview with you. 
 
Now Hiring flyer 
Wednesday 19  
[no text] 
Change Facebook 
cover photo - 
windows 
Thursday 20   
Friday 21   
Saturday 22   
Sunday 23   
Monday 24   
Tuesday 25 Grossed out by your sponges? Try this tip – 
microwave them for a few seconds to kill 
germs & bacteria! But don’t worry, we will 
never use dirty sponges when we clean for 
you! #TipTuesday 
 
Pic of sponges 
Wednesday 26   
Thursday 27   
Friday 28   
Saturday 29   
Sunday 30   
Monday 31   
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SEPTEMBER: 
 
 
Day 
 
Date 
 
Post 
 
Graphic 
Tuesday 1 Restore scratched wood with one part 
vinegar and three parts olive oil. 
#TipTuesday 
 
 
Scratched wood 
table 
Wednesday 2  
 
 
Thursday 3   
Friday 4   
Saturday 5   
Sunday 6   
Monday 7 Happy Labor Day!  
Tuesday 8 We love our pets but they sure do shed! 
Try this simple trick: use a squeegee to 
easily pick up hair off carpet. #TIpTuesday 
 
Valerie’s dog 
Wednesday 9   
Thursday 10   
Friday 11 We stand in remembrance of this day, 14 
years ago, when thousands of lives 
changed forever. #September11 
#NeverForget 
 
American Flag 
Saturday 12   
Sunday 13   
Monday 14   
Tuesday 15 Did you know that a mixture of baking soda 
and hydrogen peroxide can revitalize grimy 
baking sheets? URL: 
http://www.onegoodthingbyjillee.com/2012/
05/new-life-for-old-cookie-sheets-
again.html #TipTuesday 
 
 
 
Cookie Sheet 
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Wednesday 16   
Thursday 17   
Friday 18   
Saturday 19   
Sunday 20   
Monday 21   
Tuesday 22 If you dropped a glass, use a piece of 
bread to easily pick up the shards. 
#TipTuesday 
Glass shards 
Wednesday 23   
Thursday 24   
Friday 25   
Saturday 26   
Sunday 27   
Monday 28   
Tuesday 29 Do your towels smell of mildew? Try 
washing them with 1 cup of vinegar instead 
of detergent. If your house smells, we are 
certified in odor removal! #TipTuesday 
 
 
Towels 
Wednesday 30   
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OCTOBER: 
 
 
Day 
 
Date 
 
Post 
 
Graphic 
Thursday 1   
 
Friday 2  
 
 
Saturday 3   
Sunday 4   
Monday 5   
Tuesday 6 Grease stains on your walls? Spray them 
with one part white vinegar and one part 
water. #TipTuesday 
 
Wednesday 7   
Thursday 8   
 
Friday 9   
Saturday 10   
Sunday 11   
 
Monday 12   
Tuesday 13 Do your Tupperware containers still smell 
like food? Wash them with water and two 
tablespoons of baking soda. #TipTuesday 
Tupperware 
containers 
Wednesday 14   
Thursday 15   
 
Friday 16   
Saturday 17   
Sunday 18   
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Monday 19   
Tuesday 20 Lipstick has a tendency to get everywhere! 
Spray lipstick stains with hairspray and 
then wipe with a damp cloth. #TipTuesday 
Red Lipstick 
Wednesday 21   
Thursday 22   
Friday 23   
Saturday 24   
Sunday 25   
Monday 26   
Tuesday 27 If you spill candle wax on your carpet, put a 
brown paper bag over the dried wax and 
run a hot iron over it. 
 
Candle 
Wednesday 28   
Thursday 29   
 
Friday 30   
Saturday 31 Happy Halloween!  Pumpkin 
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NOVEMBER: 
 
 
Day 
 
Date 
 
Post 
 
Graphic 
Sunday 1   
 
Monday 2  
 
 
Tuesday 3 Hopefully the kids didn’t make a huge mess 
with the Halloween candy, but in case they 
did: Remove dried chocolate by scraping it 
off with a butter knife, vacuuming, and then 
running your iron on top of a few paper 
towels over the stain. #TipTuesday 
 
Chocolate bar 
Wednesday 
 
4   
Thursday 5   
Friday 6   
Saturday 7 Is your business in need of a cleaner? We 
offer janitorial services AND specialty 
services! 
“Call now” graphic 
with phone number 
Sunday 8   
 
Monday 9   
Tuesday 10 If an ink pen bleeds on your shirt, spray the 
stain liberally with hair spray and then wash 
normally. #TipTuesday 
 
 
Pen 
Wednesday 11 Thank you to all of the veterans who served 
in the war – you are all a true heroes. 
#VeteransDay 
 
American Flag 
Thursday 12   
Friday 13   
Saturday 14 The upcoming holidays can be a 
dangerous time for fire hazards, so always 
remember to turn your oven off! If you know 
someone who does have a disaster, make 
sure they know we are here to help. 
 
Disaster 
Restoration Van 
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Sunday 15   
 
Monday 16   
Tuesday 17 Remove scratches on wood furniture by 
rubbing it with a walnut. #TipTuesday 
 
 
Walnut 
Wednesday 18   
Thursday 19   
Friday 
 
20   
Saturday 21 Only a few days left before #Thanksgiving 
– if you have family coming over, 
professional cleaning can make all the 
difference. 
 
“Call now” graphic 
with phone number 
Sunday 22   
Monday 23   
Tuesday 24 Uh-oh! If you ever spill red wine on your 
carpet, pour white wine or clear vodka over 
the stain, then apply baking soda. 
#TipTuesday 
 
 
Bottle of red wine 
Wednesday 25   
Thursday 26 Happy #Thanksgiving! Remember to 
appreciate your family and friends today as 
you chow down on your feast. 
Turkey 
Friday 27 We have a special #BlackFriday sale! Coupon - $20 off 
any service 
Saturday 28   
Sunday 29   
 
Monday 30   
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DECEMBER: 
 
 
Day 
 
Date 
 
Post 
 
Graphic 
Tuesday 1 Here’s a smart trick: rub a faucet with 
waxed paper to prevent fingerprints. 
#TipTuesday 
 
Faucet  
Wednesday 2  
 
 
Thursday 3   
Friday 4 Snow & road salt can make a mess of your 
floors. We are here to bring them back to 
life. 
 
Shiny floors 
Saturday 5   
Sunday 6   
Monday 7   
Tuesday 8 Remove mattress stains with a mix of 
hydrogen peroxide and dish soap. 
#TipTuesday 
 
 
Mattress 
Wednesday 9   
Thursday 10   
Friday 11 Only 2 weeks before Christmas! Have you 
done your shopping yet? Let us know in the 
comments. 
 
Pile of wrapped 
presents 
Saturday 12   
Sunday 13   
Monday 14   
Tuesday 15 Did you know that a mixture of baking soda 
and hydrogen peroxide can revitalize grimy 
baking sheets? URL: 
http://www.onegoodthingbyjillee.com/2012/
05/new-life-for-old-cookie-sheets-
again.html #TipTuesday 
 
 
 
Cookie Sheet 
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Wednesday 16   
Thursday 17   
Friday 18 Hard to believe that there is only ONE 
week left before Christmas! If you have 
family coming over, ServiceMaster of 
Hudson will get your home sparkly clean. 
 
Snow-Covered 
House 
Saturday 19   
Sunday 20   
Monday 21   
Tuesday 22 A great checklist for cleaning before, 
during, and after Christmas celebration. 
URL: 
https://www.cleanipedia.com/gb/housekeep
ing-budgeting/how-to-clean-a-house-
during-and-after-christmas #TipTuesday 
 
Wednesday 23   
Thursday 24   
Friday 25 Merry Christmas! Enjoy this joyous day with 
your family. 
Christmas tree 
Saturday 26   
Sunday 27   
Monday 28   
Tuesday 29 Family can be great, but sometimes they 
can leave a mess behind. If you need help 
with your post-Christmas cleaning, give us 
a call! 
 
 
“Call now” graphic 
with phone number 
Wednesday 30   
 
 
